
The recommended Meta campaign 
architecture for painting businesses

CAMPAIGN

LEADS | CORE SERVICES | [MARKET]
Objective: Leads  ·  Advantage+ leads campaign  ·  Highest volume to start

ONE BROAD LOCAL AD SET

BROAD | SERVICE AREA
Broad audience  ·  Precise geography  ·  Advantage+ placements

01

Interior ads
Scuffed walls · Before + after

02

Exterior ads
Peeling paint · Curb appeal

03

Cabinet ads
Paint vs. replace · Kitchen 
transformations

SI X  TO TEN MEANING F U LL Y  DI F F ERENT ADS

04

Trust + proof ads
Testimonials · Crew + process

LEAD CAPTURE

Instant form or website form
Higher-intent form  ·  Qualifying questions  ·  Clear next step

New → Contacted →

CRM LEAD STAGES

Qualified → Estimate → Sold + revenue

THE FEEDBACK LOOP

Qualified-lead and sold-job outcomes flow back to Meta through the 
Conversions API, teaching it which leads become real painting opportunities.

CAMPAIGN SETTINGS

Objective

Campaign type

Budget

Bid strategy

Special Ad Category

Primary KPI

Leads

Advantage+ leads campaign, when available

Campaign or ad-set budget; with one ad set, minimal difference

Highest volume to start

None for ordinary residential or commercial painting

Cost per qualified lead, not raw CPL

ONE GOAL, ONE CAMPAIGN

Judge it on cost per 
qualified lead
A $100 lead that answers the phone, schedules an 

estimate, and buys beats a $20 lead that ghosts 

you. Know your numbers, and judge the campaign 

on the ones that pay you.


